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MARKETING MILITARY SERVICE: BENEFITS SEGMENTATION BASED ON 
GENERALIZED AND RESTRICTED EXCHANGE1 
 
Kimball Marshall, Loyola University New Orleans 
and 




 Willingness to engage in exchange is based on desired benefits. In typical commercial 
transactions, restricted exchange benefits dominate.  However, public policy, social marketing 
situations might require consideration of both restricted and generalized exchange benefits.  
Applying factor analysis, cluster analysis and cross-tabulation, this paper reports research that 
has successfully segmented a young adult target market regarding interest in military service 
based on considerations of generalized and restricted exchange motivations.  This research 
contributes to a growing body of literature on generalized exchange as a key conceptual element 
for social marketing.  Results demonstrate the utility of the generalized exchange concept in 
identifying a market segment distinguished by strong interest in military service and positive 
perceptions on several key generalized exchange factors.  
 
Introduction 
 In recent years, a growing body of literature has begun to emerge regarding the concept 
of generalized exchange and generalized exchange benefits as useful tools in public policy and 
social marketing.  Social marketing involves influencing voluntary behavior of people towards a 
broad social end by offering or demonstrating benefits to be received as a result of desired 
behaviors (Bagozzi 1975, Kotler and Andreasen 1991).  Social marketing presents a dilemma to 
marketers in that marketers typically focus on an exchange model that emphasizes self-interest, 
whereas social marketing programs often address situations in which individuals are asked to act 
in the interest of others or the broader social group (Bendapudi, Singh and Bendapudi 1996).  
Altruism and the needs of others are common themes, but these may be seen as lacking an 
exchange orientation, a fundamental principle of marketing.  Generalized exchange, as a social 
marketing concept, offers an alternative to appeals based on altruism and other's need.  
                                                 
1  Office of Navy Research Funded Project Number N00014-01-1-0363 
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Generalized exchange firmly roots social marketing efforts in a marketing exchange context by 
emphasizing indirect exchange benefits desired by target markets rather than altruistic 
orientations or direct reciprocal exchange benefits.  In so doing, generalized exchange ties 
individual self-interest to the interest of the social group.  Previous examples of applications of 
generalized exchange to social marketing include tax support for public education and social 
welfare systems (Bagozzi 1975, Marshall 1998).  These are discussed further below.  While 
cognizant of Hutton's (2001) concerns over the expansion of the field of marketing, the current 
research follows a long tradition in which a marketing exchange perspective is applied to 
encouraging voluntary behaviors in which two or more entities transfer values to mutual benefit 
(Houston and Gassenheimer 1987, Bagozzi 1975). 
 The current project applies the social marketing concept of "generalized exchange" to the 
recruitment of personnel into the all-volunteer military.  Although to many, pure volunteeerism 
would not involve pay or other restricted exchange benefits, we follow social convention here by 
referring to today's military in the United States as "all-volunteer." Given the commitment and 
sacrifices involved in modern military service, it would be unrealistic to expect the military to 
depend only on persons who would serve without pay or related benefits. Still, such pay and 
benefits clearly separate today's United States military personnel from the theoretical "ideal 
type" of unpaid volunteer helping behavior such as discussed by Bendapudi, Singh and 
Bendapudi (1996).  Moreover, in this paper we explore the extent to which interest in joining a 
military service is associated with a community service orientation in comparison to financial 
and other types of restricted exchange benefits.  However, we do not depend on altruism as a 
motivator as might the pure volunteerism concept.  Instead, we consider the possibility of a 
 
 2
linkage of community interest and self-interest as a motivator for military service.   
 We have set as our objective the determination of whether perceptions of generalized 
exchange and restricted exchange benefits can be useful dimensions for segmenting the target 
market of young adults into clusters with clearly different levels of interest in military service.  
Military recruitment as social marketing (Kotler and Andreasen, 1991) is a particularly useful 
test of the generalized exchange concept because military service requires an extensive time 
commitment and demanding, often dangerous, service to society.  The current research is based 
on data from 600 respondents to a national telephone survey carried out in the Summer of 2001 
among young adults eighteen to twenty-four years of age who were non-institutionalized, 
unmarried and without their own children living in their home.  In this paper, we first review 
prior research into interest in military service among young people and research into the field of 
public service motivations.  We then review research and theoretical foundations of the concept 
of generalized exchange and distinguish it from restricted exchange.  Last, factor analysis, 
cluster analysis and cross-tabulations are applied to assess the utility of joint consideration of 
generalized and restricted exchange factors for identifying and targeting market segments for 
military recruitment.  
Prior Research 
 
 Three substantive avenues of prior research relate to this project: propensity of youth 
for military service, public service motivations, and generalized exchange.  The first, the 
field of propensity of youth to serve in the military, is largely demographic in nature and 
reports on trends among high school students regarding interest in serving in the military, and 
the demographic characteristics of military enlistees following high school.  This work has 
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largely developed from the "Monitoring the Future" (MtF) project (Segal et al., 1999; Segal 
et al., 1998, Segal, 1986; Bachman et al., 1998) and the "High School and Beyond" (HSB) 
studies (Teachman and Call, 1993) sponsored by the United States Department of Defense.  
These studies have involved frequent surveys of high school students since 1975 regarding 
interest in military service. Findings indicate substantial variation across major demographic 
groups and over time, but such factors as parents' lower socioeconomic background and 
education, lower student grade point averages, rural versus urban locations, Southern United 
States origin, and lack of college education aspirations tend to be associated with propensity 
for military service.  While the demographic patterns associated with interest in and actual 
military service are interesting and might imply underlying socioeconomic motivations, this 
largely demographic research does not document underlying motivations for military service 
that might aid development of recruitment programs to help recruiters target potentially 
highly motivated candidates.  The current project addresses this gap. 
 The second line of research, public service motivations (PSM), has not explicitly 
addressed military service.  However, its emphasis on citizenship and the relationship 
between the individual and contributions to the larger society can be informative as to 
potential motivations and attitudes that might underlie propensity toward military service and 
commitment to completion of terms of duty. This work is represented by Perry (Perry and 
Wise 1990, Perry 1996, 1997), Houston (2000), Crewson (1997), Wittmer (1991), 
Frederickson and Hart (1985), Kelman (1987), Buchanan (1975), and Rainey (1982).  In 
general, these researchers have demonstrated differences in motivations of public service 
employees and managers as compared to private, for-profit organizations' employees and 
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managers.  In large part, public service employees are reported to be more motivated by 
contributing to the common social good and by a sense of duty, than are private, for-profit 
sector employees. Public sector employees are reported to place higher values on intrinsic job 
rewards, helping others, and performing work worthwhile to society, while being less money, 
prestige and status oriented. However, this line of research also recognizes that both intrinsic 
and extrinsic rewards (including financial rewards) must be present and balanced to provide 
an effective motivational system.  This holds an important implication for application of the 
concept of generalized exchange, as it suggests that effective social marketing programs may 
need to promote a wide range of benefits that go beyond immediate utilitarian self-interest.   
 The third line of research, generalized exchange, has been addressed by sociological, 
anthropological, and marketing researchers (Bearman, 1997; Marshall 1998, 1999; Takahashi 
2000).  Generalized exchange was first introduced into the sociology and anthropology literature 
by Levi-Strauss (1969) and subsequently reviewed as an element of sociological exchange 
theory by Ekeh (1974).  In 1975, the generalized exchange concept was introduced into the 
marketing literature by Bagozzi who offered it as a central social marketing concept and 
illustrated it with a theoretical analysis of taxpayer support for a social welfare system for the 
needy.  In the nineties, Marshall (1998, 1999) elaborated the concept of generalized exchange 
and applied it to voter support for taxation and volunteerism in support of public schools.  
 Bagozzi (1975) contrasted generalized exchange with two other types of exchange, 
restricted exchange and complex exchange.  Restricted exchange involves the direct reciprocal 
transfer of values between two parties.  The partners in restricted exchange receive desired 
benefits directly, although actual receipt of the benefit (e.g. retirement benefits) may be 
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delayed to a future delivery date.  Restricted exchange is the usual form of exchange studied 
by marketers.  An example would be a typical sales situation in which, for example, a person 
provides money in exchange for a house, a car or groceries.  Complex exchange involves a 
sequence of restricted exchanges such as characterize sales distribution channels involving a 
manufacturer, a retailer and a final customer.  The baker sells a loaf of bread to a store owner 
for a dollar, and the store owner then sells the bread to a customer for two dollars. This chain 
may be extended to include any number of transfers, but each is a direct, reciprocal transfer 
characteristic of restricted exchange. 
 Generalized exchange is fundamentally different from restricted and complex 
exchange in that the exchange process, as described by Bagozzi in 1975 and Marshall in 
1998, involves a system of indirect, univocal exchanges. In generalized exchange, an 
individual contributes a value to a social system without the expectation of a direct, 
reciprocal return benefit, but with the expectation of an overall improvement in the state of 
the system, that will eventually yield an indirect benefit to the contributing individual as a 
member of the system.  Through generalized exchange, the individual ties his own self-
interest to the interest of the larger society. 
 As presented by both Bagozzi (1975) and Marshall (1998), the concept of generalized 
exchange suggests that, within a social marketing context, individuals may be motivated to 
desired behavior as a result of awareness of the broad community benefits of their behavior, and 
awareness that they will benefit personally (including benefits to loved ones) should the broad 
community benefits occur.  The concept of generalized exchange is distinguished from altruistic 
appeals. Altruism refers to a situation in which an individual acts without expectation of a benefit 
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to himself or herself.  In contrast, in the case of generalized exchange, the individual recognizes 
that he or she will benefit as a member of the society from the community benefits that result 
from his or her behavior.    
 Generalized exchange and restricted exchange rewards may be complementary.  In 
Bagozzi's view (1975), restricted and generalized exchange may involve utilitarian rewards 
(monetary or barter goods, or even overt behavior or labor may be provided in the current 
author's view) and symbolic rewards.  Symbolic rewards are psychological and social intangibles 
that carry meaning, such as status or prestige, and may be independent of or attached to tangible 
goods (Levy 1959). While both utilitarian and symbolic rewards may result from either 
generalized or restricted exchange, symbolic rewards such as social prestige, identity with 
community, and pride in conformity to social norms, may be more frequently characteristic of 
generalized exchange.  Generalized exchange benefits are linked to community well being.  
Restricted exchange rewards are received directly from the specific exchange partner and do not 
depend on the broad social impact of the individual's exchange behavior.  However, utilitarian 
and symbolic rewards may derive from either type of exchange. 
Generalized Exchange and Military Recruitment 
 Social exchange theory essentially posits that successful exchanges involve transfers 
of values among two or more parties, such that each party feels that he or she has obtained 
something of equal or greater value than that which was given up, and that the exchange was 
entered into voluntarily (Houston and Gassenheimer 1987).  Values that are transferred may 
be monetary, objects with utilitarian functions, services, or symbolic values (Bagozzi 1975, 
Levy 1959).  Voluntary willingness to enter into exchange requires that each party see the 
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exchange as beneficial in terms of self-interest.  These criteria fit the case of recruitment and 
retention of enlistees into the all-volunteer military.  Potential recruits are asked to provide 
extensive time and dedication to the military mission, and are asked to voluntarily give up 
extensive personal freedom.  In return, the military organization offers a variety of rewards 
including monetary benefits, job training, medical care, team membership, close friendships 
and contributions to the larger society. 
 The concept of "generalized exchange" is particularly appropriate as a social and 
marketing concept applicable to military recruitment.  A society's military organizations 
logically exist to benefit the society by providing protection and security.  Presumably, the 
security that results from adequate military protection allows other transactions and activities 
occurring within the social system to be carried out with greater confidence, thus improving 
the state of the system and the quality of life of its members.  As government-based 
organizations, military services might be well positioned by appealing to "generalized 
exchange" perceptions and values that tie the individual's well being to the state of the social 
system (i.e. the contributions the organization makes to society).  
  The current study provides an opportunity to assess generalized and restricted 
exchange motivations for enlistment in the United States military.  The United States military 
recruits some 55,000 Americans per year to join its active duty ranks (United States Navy, 
1998).  However, for the past decade, some military recruiters have struggled to meet their 
annual recruitment goals (Ryan, 2001).  Researchers have attributed these difficulties to 
ambiguity about military missions (Segal et al., 1999), less job security provided by the 
military, as evidenced by the 1980’s military downsizing (Barley, 1998; Segal, 1986), a lack 
 
 8
of patriotism (Faris, 1995), and disingenuous military advertising (Shyles and Hocking, 
1990).  Moreover, the current military situation in the Middle East might either stimulate 
patriotic movements, and so facilitate recruitment, or produce an anti-military backlash that 
would impede recruitment.  In addition, the broader implications of research into generalized 
exchange for social marketing programs must not be overlooked.  By linking the individual to 
the broader society through univocal exchange benefits rather than altruism, generalized 
exchange, if viable, ties self-interest to community interest and so can broaden the appeal of 
social marketing programs to audiences whose immediate and reciprocal benefit interests 
might not be adequate motivations.  In so doing, generalized exchange can, potentially, 
enhance social cohesion. 
 The present research proposes that an individual's propensity for military service can be 
explained within a combined generalized exchange and restricted exchange paradigm.  In this 
paradigm, young adults' interest in joining the military will be influenced by their perceptions of 
benefits that derive from military service both for themselves and for the larger community.  As 
the society seeks labor (behavior) and long-term psychological and social commitment from the 
individual, a social marketing challenge is presented.  When a strong military is perceived to 
benefit society in a way that enhances the quality of life of all members of the society, the 
potential for generalized exchange is present.  To the extent that military service may offer direct 
benefits to the individual in the form of money, prestige, lifestyle or job training (as examples), 
potential restricted exchange benefits are present.  The question then becomes whether market 
segments related to interest in military service could be defined on the basis of perceptions 




Generalized and Restricted Exchange Motivators 
 The current project investigates whether the concepts of generalized and restricted 
exchange can be used to segment young adults in the United States into distinguishable 
clusters that are related to interest in military service.  This research has importance to social 
marketing theory in that the generalized exchange concept is a potentially powerful social 
marketing tool that (1) ties the interests of the individual to the larger society, (2) is 
independent of the more elusive notion of altruism that does not incorporate transference of 
values, and (3) may complement restricted exchange benefit appeals.  As such, it is 
appropriate to attempt to define clusters based on configurations of generalized exchange and 
restricted exchange factors.  This work is rooted in marketing (Gundlach, et al. 1995; 
Houston and Gassenheimer 1987; Bagozzi 1975), sociology and social-psychology exchange 
theory (Blau 1994, 1964; Ekeh 1974; Homans 1974), and theories of public service 
motivations ( Raadschelders 1995; Crewson, 1997; Houston 2000). Should "interest in 
military service" clusters be identified that incorporate high levels of both generalized and 
restricted exchange motivators, the argument that restricted and generalized exchange factors 
are potentially complementary would be supported.  If this is the case, recommendations 
could be made to incorporate appeals to both types of motivators together in social marketing 
programs. By the same token, clusters might be discovered that emphasize one or the other of 
these factors. Should this be the case, this too would be an opportunity to provide 
recommendations to enhance social marketing campaigns.  
  The Marshall generalized exchange model (1998, 1999), developed and applied in 
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regard to the generation of support for public schools, incorporates four factors related to 
willingness to engage in generalized exchange: 1) perceptions of broad community benefits; 
2) perceptions of the effectiveness of the organization's performance; 3) perceptions of a 
social responsibility ethic; and 4) perceptions of equity in the sense of equal participation by 
all members of society.  Perceptions of community benefits as generalized exchange 
motivators are stressed in the Marshall model because they represent indirect benefits that the 
individual desires and believes can result from his or her contribution to improving the state 
of the community or society.  Performance perceptions are included based on expectancy 
theory.  Perceptions that the organization performs effectively reflect the expectation that the 
organization is able to succeed in its mission and therefore that the desired improvements in 
the state of the society will result.   
 The original Marshall model also included perceptions of a social responsibility ethic 
because group norms may exist that encourage or mandate behavior in support of the 
organization (Takahashi 2000).  Alternatively, group norms might not exist to support the 
organization or might operate to actively discourage participation in the organization.  The 
issue of group norms addresses in part what Takahashi (2000) refers to as the risk of 
"unilateral resource giving," "an invitation to exploitation," and the "free rider problem" (p. 
1107).  Takahashi addresses this issue on theoretical grounds by postulating the possibility of 
a collective norm of reciprocity - the universal reciprocity principle.  This principle is 
represented by perceptions of a social responsibility ethic calling for military service by all 
qualified citizens, although law does not require such service. This potential factor is 




 Perceptions of equity were also included in the original Marshall model and are 
included in the current model because resistance to participation may result if an individual 
feels that more is demanded of him or her than of others.  Takahashi addresses this in the 
context of "fairness-based selective giving in pure generalized exchange" (2000, p. 1113).  
This also addresses the "free-rider" problem in that including equity perceptions in the model 
allows assessment of the degree to which subjects perceive that inequitable situations exist in 
regard to military service.  To the extent to which equity is perceived, individuals may be 
more willing to engage in generalized exchange out of a sense of fairness because 
perceptions of equity may reinforce perceptions of a social responsibility ethic.  However, if 
military service is seen as inequitably distributed through the society, such perceptions may 
undermine the social responsibility ethic and reduce interest in serving. 
Methodology 
 The data for this project were gathered through a national telephone interview survey 
of 300 male and 300 female young adults between 18 and 24 years of age who were not 
married, did not have children living at home, lived in the continental United States, and had 
not enlisted in or been rejected by the military.  Data were collected in June and July of 2001. 
 Initially efforts were made to limit the study to persons age 18 to 20 and not enrolled in a 
four-year college.    After approximately 150 respondents were interviewed, the sample frame 
was expanded to include persons through age 24 and persons enrolled in four-year colleges 
because locating such respondents was found to be too expensive.   
Fixed list calling was carried out with a sample of 24,000 names and phone numbers 
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from throughout the continental United States.  Fact-Finders, Inc. of St. Louis carried out the 
telephone interviews and recorded the data in SPSS system files.  Calls were placed in 
random order.  The purchased list was to provide names and phone numbers of young adults 
up to age 24.  A total of 25,025 call attempts were made and 6,983 individuals were 
contacted.  The overall response rate was 63.7% (persons contacted agreeing to be 
interviewed), the overall disqualification rate was 93.1% (interviewed but disqualified due to 
screening criteria - primarily age and during the preliminary stage due to four-year college 
attendance), and the completion rate was 93.2% of those qualified.  These approaches to 
assessing response rates correspond to American Association for Public Opinion Research 
(2000) recommendations.   
Operationalization of Key Concepts 
 Three categories of variables were used in this study: interest in military service, 
restricted exchange motivators drawn from current military recruitment campaigns, and the 
components of generalized exchange drawn from the Marshall model (1998, 1999).  All 
respondents provided data for all variables used in this report.   
 Interest in Military Service.  One item was used in this study to indicate the main 
outcome variable – Interest in Military Service.  The fourth question asked "At this time, how 
interested are you in enlisting in the United States Military?  Would you be ____?"  Options read 
included "Not at all interested" coded "1," "Somewhat disinterested" coded "2," "Neither 
interested nor disinterested' coded 3," "Somewhat interested," coded "4," and "Very interested," 
coded "5."  Volunteered "Don't know" responses were coded as "3" as these were deemed to 
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reflect a neutral orientation.  For purposes of this study, responses were recoded into "No 
Interest" (codes 1, 2, 3) and "Some or Very Much Interest" (codes 4 and 5). 
 Potential Restricted Exchange Benefits.  During the exploratory phase of the research and 
in the process of developing the questionnaire, the members of the study team visited recruiting 
offices, reviewed recruiting materials, and informally spoke with recruiters in person and via 
telephone, in order to identify key restricted exchange benefits of military enlistment that were 
stressed in recruitment campaigns and appeals.  The intention was to identify benefits of military 
service that were promoted in then-current recruitment campaigns so that the appropriateness of 
these to target markets of young adults could be assessed.  Such benefits are, in effect, promises 
held out by the military to young adults with the intention of motivating potential recruits. 
 Because the intention was to assess the relevance of currently promoted benefits, the list 
is not offered as inclusive of all possible benefits that might be of interest to young adults.  Many 
important restricted exchange motivators may be overlooked by United States Military 
campaigns and would not, therefore, have been considered in this research project.  This is an 
important limitation of this study.  Nonetheless, based on the research team's reviews of 
recruitment materials, visits to recruitment offices, and discussions with military recruiters, the 
benefits considered here substantially reflect the range of restricted exchange benefits promoted 
by the United States Military.   
 While many themes emerged in the exploratory phase of the research, the themes 
identified were reduced to thirteen key benefits that fit the situation of restricted exchange.  
These benefits are reported in Table 1.  Further validation of the range of items was obtained 
from an open-ended question that asked respondents expressing that they were "somewhat" or 
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"very" interested in enlistment to give reasons underlying their interest.  These responses were 
compared with the restricted exchange benefits listed and considerable overlap was observed, 
particularly in regard to the most frequently mentioned open-ended items that relate to discipline, 
travel, career training, pay, life experience (a possible reference to adventure), military image (a 
possible reference to social respect and prestige), and health benefits.  However, the open-ended 
responses also revealed some potentially important restricted exchange benefits not explicitly 
included in this study such as pay for schooling, physical fitness, life experience, and a friend in 
the military.    
 The thirteen restricted exchange benefits items were incorporated as structured, 
importance ratings questions in the twenty-minute telephone interview.  During the telephone 
interview, the respondent was asked, "Now I'm going to read a few reasons people might give for 
enlisting.  For each, tell me if that reason would be very important, somewhat important, neither 
important nor unimportant, somewhat unimportant, or not at all important if you were to enlist 
in the U.S. military?"  The benefits were then read with random rotation to prevent order bias.  In 
the current analyses, responses were coded "1" for "Not Important," "2" "Somewhat 
Unimportant," "3" "Neither" (interpreted in these analysis as a neutral response, "4" "Somewhat 
Important," and "5" for "Very Important."  
 Generalized Exchange Items.  The four components of the Marshall generalized 
exchange model were represented in the interview by 16 items.  "Perceptions of Community 
Benefits" was represented by items V14 throughV19.  Items V20 through V22 in Table 1 
represented "Perceptions of a Social Responsibility Ethic."  Items V23 through V26 represented 
"Perceptions of Performance."  Items V27 through V29 represented "Perceptions of Social 
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Equity."  Each of the items in these scales were coded on a five point Likert scale with 1 for 
strongly disagree, 2 for disagree, 3 for don't know or neutral, 4 for agree, and 5 for strongly 
agree. These items are presented in Table 1.   
Statistical Analyses and Findings 
 The analyses reported here proceeded through four phases: factor analysis, cluster 
analysis, analysis of variance, and cluster membership. In the first phase, factor analysis of 
twenty-nine restricted and generalized exchange items was carried out to select items for specific 
generalized and restricted exchange scales (see Table 1). The Varimax and Principal Components 
methods were used. Based on the factor analyses, three items were excluded either because they 
loaded .4 or above on more than one factor, or because they did not load .4 or above on any 
factor.  These items are noted in Table 1.  As indicated in Table 1, the remaining twenty-six items 
were assigned to scales based on the factor on which each item loaded .4 or higher. All factors 
had eigenvalues greater than 1.0 (Hair 1998).  These scales were then assessed using Crombach's 
Alpha reliability coefficients.  All Alphas were greater than 0.60, indicating that the scales are 
reliable (SOURCE).  
Overall, the generalized exchange items loaded as anticipated for the four dimensions of 
the Marshall generalized exchange model, and the restricted exchange items generated two 
factors reflecting social rewards and financial rewards.    
 In the second phase, two-stage cluster analysis was used to develop groups of 
respondents distinguished by their generalized and restricted exchange scale scores (see Table 2). 
 In the two-stage procedure, the Ward's method was first used to identify the number of clusters 
and initial cluster centroids. Cluster solutions using from two to nine clusters were examined and 
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a five-cluster solution was chosen as best because it provided the largest number of clusters 
without producing any cluster with fewer than thirty respondents.  The SPSS K-means Cluster 
procedure was then applied, specifying five clusters and using the scale centroids from the 
Ward's five-cluster solution as input to the K-means Cluster procedure.  The resulting five-
cluster solution was used to assign respondents to clusters.  
 Table 2 shows the scale centroids for the five identified clusters.  Using these centroids, 
the clusters were ranked and identified as being high, medium, or low on each scale (see Table 
3). The clusters were highly similar on the four generalized exchange scales and highly similar 
on the two restricted exchange scales.   Based on these similarities, the clusters were assigned 
labels indicating their standings on generalized and restricted exchange: Cluster 1 High 
Generalized Exchange and High Restricted Exchange, Cluster 2 Medium Generalized Exchange 
and Low Restricted Exchange, Cluster 3 Low Generalized Exchange and High Restricted 
Exchange, Cluster 4 Medium Generalized Exchange and Medium Restricted Exchange, and 
Cluster 5 Low Generalized Exchange and Low Restricted Exchange.  The groups appeared to 
each be distinct from the others. 
 In the third phase, the differences between the final clusters was tested using analysis of 
variance on the centroids (means) of the six generalized and restricted exchange scales (see 
Table 4).   Each cluster differed from every other cluster on at least two of the scales.  Cluster 1 
differed significantly from all clusters on generalized exchange and all but Cluster 3 on restricted 
exchange.  Cluster 2 differed significantly from Clusters 1 and 5 on generalized exchange and 
from all clusters on restricted exchange.  Cluster 3 differed significantly from Cluster 1 on 
generalized exchange and from clusters 2, 4, and 5 on restricted exchange.  Cluster 4 differed 
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significantly from Clusters 1 and 5 on generalized exchange and from Clusters 1, 2, and 3 on 
restricted exchange.  Cluster 5 differed significantly from Clusters 1, 2, and 4 on generalized 
exchange and from Clusters 1, 2, and 3 on restricted exchange. 
 In the fourth phase with the distinctiveness of the clusters verified, cluster membership 
was cross-tabulated with "interest in military service" (using three levels of interest with 1=some 
or very much, 2=don't know or neutral, and 3=very little or not at all) to assess whether the final 
clusters are distinguished by substantial differences in interest in military service (see Table 5). 
Results of this cross-tabulation determine whether the generalized and restricted exchange 
concepts developed here are useful for identifying benefit segments for military recruitment 
campaigns, and, by extension, social marketing campaigns.  Chi square analysis indicated that 
the clusters differed significantly in  the proportion indicating interest in military service (Chi-
square = 43.08, p < .0001).  The highest degree of interest in military service was indicated by 
members of Cluster 1, followed by members of Cluster 3.  Both of these clusters had high scores 
on restricted exchange; Cluster 1 was also high on generalized exchange.  The clusters that 
showed the least interest in military service (2, 4, and 5) rated at most medium on either type of 
exchange. 
Study Limitations 
 The primary limitation of this study is that the final sample under-represented racial and 
ethnic minorities.  This is not unusual in telephone interview projects (Adams-Esquivel and Lang 
1987, Keeter, 1995, Marin, Vanoss and Perez-Stable 1990, Smith 1990), but it is unfortunate in 
regard to African-Americans, given this group's historical patterns of high propensity for and 
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actual service in the United States Military.  African-Americans represented only 6.2 percent of 
the final sample.  
 A second limitation is the small proportion of persons who expressed high interest in 
military service. However, since these estimates are in line with data from the HSB and MtM 
studies, this may be less of a limitation and more of a reflection of the representativeness of the 
sample.  A third possible limitation is the limited range of restricted exchange benefits 
considered.  While the open-ended item discussed earlier helps to validate the items that were 
used, other potentially important items may have been excluded.  Future studies might expand 
the range of benefits presented.  
Discussion and Recommendations 
 The present research proposed that an individual’s propensity for military service can be 
explained within a combined generalized exchange and restricted exchange paradigm.  The 
results support this proposal.  First, factor analysis supported the four dimensions of generalized 
exchange postulated by Marshall (1998) and two concepts of restricted exchange reflecting 
social rewards and financial rewards.   Second, cluster analysis determined five market segments 
based upon the six dimensions of generalized exchange and restricted exchange.  These 
segments are distinct from each other based upon the generalized exchange and restricted 
exchange concepts.  Third, these segments differ on their interest in military service. 
 The segment that exhibited the highest percentage of interest in military service scored 
high levels on both the generalized exchange and the restricted exchange dimensions.  The 
segment with the second highest percentage of interest in military service was high on the 
restricted exchange dimension, but low on the generalized exchange dimension.  The other three 
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segments were not high on either dimension and did not show a high percent of interest in 
military service.  These results support the argument that restricted and generalized exchange 
factors are potentially complementary. 
 In more general terms, the findings of this report provide support for the utility of the 
concept of generalized exchange, particularly in light of the fact that this research has applied the 
generalized exchange concept to a very different social marketing issue than has been considered 
previously.  While the current study is not definitive, promising target market segments have 
been identified and distinguished using components of the Marshall generalized exchange model 
and generalized exchange benefits.  In addition, the proposition that social marketing programs 
may benefit from joint consideration of both generalized and restricted exchange factors has also 
been supported in that the segment with the highest interest in military service exhibited high 
scores on generalized exchange factors and on restricted exchange financial rewards.  
 On practical grounds, it is recommended that military recruitment campaigns give greater 
emphasis to the contributions that enlistees make to the larger society, while continuing to make 
clear the restricted exchange benefits that the enlistee obtains.  Linking community interest and 
self-interest may yield highly effective social marketing programs.  Current efforts to recruit 
young people into the military have stressed only the restricted exchange benefits.  These efforts 
are likely to have attracted the members of the cluster with the second highest level of interest in 
the military, but less likely to have attracted the members of the cluster that is most interested in 
such service.  The former cluster represented only 13.0 percent of the sample, compared to 38.8 
percent in the latter cluster.  Thus, the efforts of the military to attract recruits may have been 
falling far short of the potential by ignoring the concepts of generalized exchange. 
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 The broad utility of the concept of generalized exchange must also be acknowledged.  At 
this point, generalized exchange has been applied with some success to both public education 
and to military recruitment.  Thus, evidence mounts that the utility of the concept as a social 
marketing tool can be extended to many different social issues.  While further work is needed 
regarding operationalization of core concepts and to demonstrate external validity, it does not 
seem too early to suggest that new research projects explore the application of this concept to 
such diverse social marketing fields as ecology, charitable giving, volunteerism, and public heath 






Adams-Esquivel, H., and Lang, D. A. (1987). The reliability of telephone penetration estimates 
in specialized target groups: The Hispanic case. Journal of Data Collection, 27 (1), 35-39. 
 
American Association for Public Opinion Research (2000). Standard Definitions: Final 
Dispositions of Case Codes and Outcome Rates for Surveys. 
(http://www.aapor.org/ethics/stddef.html). 
 
Anderson, J. C., and Gerbing, D. W. (1988). Structural equation modeling in practice: A review 
and recommended two-step approach. Psychological Bulletin, 103, 411-423. 
 
Bachman, J. G., Segal, D. R., Freedman-Doan, P., and O'Malley, P. M. (1998). Does enlistment 
propensity predict accession? High school senior's plans and subsequent behavior. Armed Forces 
and Society, 25 (1), 59-81. 
 
Bagozzi, R. P. (1975). Marketing as exchange. Journal of Marketing, 39 (October), 32-39. 
 
Barley, S. R. (1998). Military downsizing and the career prospects of youths. Annals of the 
American Academy of Political and Social Science, 559 (September), 141-158. 
 
Bearman, P. (1997). Generalized exchange. American Journal of Sociology, 102 (5),1383-1415. 
Bendapudi, Neeli, Surendra, N. Singh and Bendapudi, Venkat (1996), "Enhancing Helping 
Behavior: An Integrative Framework for Promotion Planning," Journal of Marketing, 60 (July), 
33-49.   
Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological Bulletin, 107, 
238-246.  
Blau, P. M. (1964). Exchange and power in social life. New York, NY: John Wiley and Sons. 
 
Blau, P. M. (1994). Social exchange. Structural context of opportunities (pp. 144-172). Chicago, 
IL: The University of Chicago Press. 
 
Bollen, K. A. (1989). Structural equations with latent variables. New York: John Wiley and 
Sons.  
Browne, M. W., and Cudeck, R. (1992). Alternative ways of assessing model fit. Sociological 
Methods and Research, 21, 230-258. 
 
Buchanan, B., II, (1975). Red tape and the service ethic. Administration and Society, 6 (4), 423-
444. 
 
Conrad, F. G., and Schober, M. F. (2000). Clarifying question meaning in a household telephone 
survey. Public Opinion Quarterly, 64, 1-28. 
 
Crewson, P. E. (1997). Public service motivation: Building empirical evidence of incidence and 
 
 22
effect. Journal of Public Administration Research and Theory, 7 (4), 499-519. 
 
Ekeh, P. P. (1974). Social exchange theory: The two traditions. Cambridge, MA: Harvard 
University Press. 
 
Faris, J. H. (1995). The looking-glass army: Patriotism in the post-cold war era. Armed Forces 
and Society, 21 (3), 411-435. 
 
Frederickson, H. G. and Hart, D. K. (1985), The public service and patriotism of benevolence, 
Public Administration Review, 45 (September/October), 309-331. 
 
Gundlach, G. T., Achrol, R. S., and Mentzer, J. T. (1995). The structure of commitment in 
exchange. Journal of Marketing, 59 (January), 78-92. 
 
Hair, J. F., Jr., Anderson, R. E., Tatham, R. L., and Black, W. C. (1998). Multivariate Data 
Analysis (5th Ed.). Upper Saddle River, NJ: Prentice Hall. 
 
Hayduk, L. (1987). Structural equation modeling with LISREL: Essentials and advances. 
Baltimore, MD: John Hopkins University Press.  
 
Homans, George C. (1974), Social behavior: Its elementary forms, New York: Harcourt Brace 
Jovanovich. 
 
Houston, D. J. (2000). Public-service motivation: A multivariate test. Journal of Public 
Administration Research and Theory, 10 (4), 713-728. 
 
Houston, F. S., and Gassenheimer, J. B. (1987). Marketing and exchange. Journal of Marketing, 
51 (October), 3-18. 
 
Hutton, James G. (2001), "Narrowing the concept of marketing," Journal of Nonprofit and Public 
Sector Marketing, 9 (4), 2-24.  
 
Joreskog, K. G., and Sorbom, D. (1993). LISREL 8: User's reference guide. Chicago, IL: 
Scientific Software International. 
 
Keeter, S. (1995). Estimating telephone non-coverage bias with a telephone survey. Public 
Opinion Quarterly, 59 (2), 196-217. 
 
Kelman, Steven (1987). Public choice and public spirit, Public Interest, 87 (Spring), 80-94. 
 
Kline, R. B. (1998). Principles and practice of structural equation modeling. New York, NY: The 
Guilford Press. 
 
Kotler, P. and A. Andreasen (1991). Strategic marketing for nonprofit organizations. Englewood 




Levi-Strauss, Claude (1969). The Elementary Structure of Kinship. Boston, MA: Beacon Press. 
 
Levy, S. J. (1959). Symbols for sale. Harvard Business Review, 37 (July-August), 117-119. 
 
Marin, G., Vanoss, B., and Perez-Stable, E. J. (1990). Feasibility of a telephone survey to study a 
minority community: Hispanics in San Francisco. American Journal of Public Health, 80 (3), 
323-326. 
 
Marshall, K. P. (1998). Generalized exchange and public policy: An illustration of support for 
public schools. Journal of Public Policy, 17 (2), 274-286. 
 
Marshall, K. P. (1999), Volunteerism among non-clients as marketing exchange, Journal of 
Nonprofit and Public Sector Marketing, 6 (2,3), 95-106.  
 
Nord, Walter (1974), Adam Smith and contemporary social exchange theory. The American 
Journal of Economics and Sociology, Vol. 32 (October), 421-436. 
 
Nunnally, Jum C. (1978), Psychometric Theory, 2nd Ed. New York, NY: McGraw-Hill. 
 
Perry, J. I. (1996). Measuring public service motivation: An assessment of construct reliability 
and validity. Journal of Public Administration Research and Theory, 6 (1), 5-23. 
 
Perry, J. L. (1997). Antecedents of public service motivation. Journal of Public Administration 
Research and Theory, 7 (2), 181-198. 
 
Perry, J. I., and Wise, L. R. (1990). The motivational bases of public service.  Public 
Administration Review, 50 (3), 367-373. 
 
Raadschelders, J. C. N. (1995). Rediscovering citizenship: Historical and contemporary 
reflections. Public Administration, 73 (Winter), 611-625. 
 
Rainey, H. G. (1982), "Reward preferences among public and private managers: In search of the 
service ethic," American Review of Public Administration, 16 (Winter), 288-302.  
 
Rakov, T., and Marcoulides, G. A. (2000), A First Course in Structural Equation Modeling, 
Mahwah, NJ: Lawrence Erlbaum Associates. 
 
Ryan, N. R. (2001), Military recruiting and retention. FDCH Congressional Testimony, Chief of 
Naval Personnel, April 24th Testimony. 
 
Segal, D. R. (1986), Personnel. in J. Kryzel, Ed., American Defense Annual, Lexington, KY: 
D.C. Heath, 139-152.  
 
Segal, D. R., Bachman, J. G., Freedman-Doan, P., and O'Malley, P. M. (1999). Propensity to 
serve in the U.S. military: Temporal trends and subgroup differences. Armed Forces and Society, 




Segal, M. W., Segal, D. R., and Bachman, J. G. (1998). Gender and the propensity to enlist in the 
U.S. military. Gender Issues, 98 (3), 65-88. 
 
Shyles, L., and Hocking, J. E. (1990), The Army’s ‘Be All You Can Be’ campaign. Armed Forces 
and Society, 16 (2), 369-383. 
 
Smith, T. W. (1990). Phone home? An analysis of household telephone ownership. International 
Journal of Public Opinion Research, 2, 369-390. 
 
Steiger, J. H. (1989). EZPATH: A supplementary module for systat and sysgraph. Evanston, IL: 
SYSTAT. 
 
Takahashi, N. (2000). The emergence of generalized exchange. American Journal of Sociology, 
105 (4), 1105-113. 
 
Teachman, J. D., and Call, V. R. A. (1993). Family, work, and school influences on the decision 
to enter the military. Journal of Family Issues, 14 (2), 291-314. 
 
United States Navy (1998), Sailor 21: A Research Vision to Attract, Retain, and Utilize the 21st 
Century Sailor, Navy Personnel Research Studies and Technology, Washington, D.C. 
 
Wittmer, Dennis (1991). Serving the people or serving for pay: Reward preference among 
government, hybird sector, and business managers. Public Productivity and Management 




Table 1: Item Labels and Rotated Factor Loadings for Restricted and Generalized Exchange Factors1.  


















Military protects freedom of 
Americans .69670      
 America is safer because of the US military .72257      
 US is more stable society because of the US military .66222      
 Americans have a better life because of the US military .73979      
 
We should be proud of the 
contribution the US military makes 
to our society. 
.64443      
 National defense is important to the well being of American citizens. .74601      
Social 
Responsibility 
Although not required by law, it is 
the civic duty of all citizens to serve 
in the military 
 .79153     
 Military service is an important way of paying society back  .68234     
 Military service is an important obligation of citizenship  .72093     
Military 
Performance 
Our military forces do their job very 
well   .66941    
 The United States Military is well run   .73203    
 The United States Navy is a well run organization   .75223    
Social Equity Americans from all walks of life    .71486   
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contribute to the US Military.  
 The burdens of military defense are carried out fairly by all Americans    .62546   
 Military service is appropriately shared by all groups in America    .75579   
Social Rewards Importance of job training     .62305  
 Importance of belonging to team     .70852  
 Importance of adventure     .69940  
 Importance of life-long friendships     .62181  
 Importance of social respect-prestige     .63962  
 Importance of a disciplined lifestyle     .52797  
 Importance of travel     .60946  
Financial 
Rewards Importance of pay      .68834 
 Importance of twenty year retirement      .73200 
 Importance of VA home loans      .60327 
 Importance of guaranteed medical care      .61449 
Alpha  .8325 .7721 .7562 .6034 .7958 .6804 
Excluded Items Importance of duty station     .45187 .44900 
 The United States Military is an effective fighting force .51603  .45327    
 Importance of combat/firearms training       
 Factor Eigenvalues  6.77819 1.39556 1.18329 1.09352 3.64377 1.60178 
 Percent of Variance 23.4 4.8 4.1 3.8 12.6 5.5 
1Only rotated factor loadings above .4 are reported. Principal Components Extraction and Varimax Rotation were used.  Generalized 
exchange (community benefits, military performance, social equity and social responsibility) scales' items coded as 1=strongly disagree, 
2=disagree, 3=don't know/neutral, 4=agree, 5=strongly agree. Restricted exchange (social rewards and financial rewards) scales' items 
importance items coded  "1" for "not important," "2" "somewhat unimportant," "3" "neither" (interpreted in these analysis as a neutral 
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response, "4" "somewhat important," and "5" for "very important."  
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Table 2: Cluster Analysis – Cluster Labels, N's and Scale Centroids.  
 
 Scale Centroids for Final Clusters1 















1 25.75 12.10 11.30 10.20 31.38 18.10 233 (38.8)
2 23.78 10.67 10.22 8.02 14.72 10.98 54 (9.00)
3 18.58 9.78 9.19 7.85 31.31 17.26 78 (13.0)
4 24.78 11.07 10.26 8.63 24.78 15.40 167 (27.8)
5 17.56 9.21 8.72 5.85 20.87 14.34 68 (11.3)
Overall 
Mean  23.44 11.06 10.35 8.77 26.98 16.17 
600 
(100) 
# of Items 6 5 3 3 7 4  
1Scales created by summing the raw scores of the items selected by the factor analyses results 





Table 4: Significant Cluster Centroid Differences1.  
 
Clusters Scale Centroid 1 2 3 4 5 
Community Benefits 2,3,4,5 1,3,5 1,2,4 1,3,5 1,2,4
Military Performance 2,3,4,5 1,3,5 1,2,4 1,3,5 1,2,4
Social Equity 2,3,4,5 1,3,5 1,2,4 1,3,5 1,2,4
Social Responsibility Ethic 2,3,4,5 1,5 1,5 1,5 1,2,3,4
Generalized Exchange 2,3,4,5 1,5 1 1,5 1,2,4
Social Rewards 2,4,5 1,3,4,5 2,4,5 1,2,3,5 1,2,3,4
Financial Rewards 2,4,5 1,3,4,5 2,4,5 1,2,3 1,2,3
Restricted Exchange 2,4,5 1,3,4,5 2,4,5 1,2,3 1,2,3
 
1ANOVA revealed significant differences across clusters for all five scales.  Numbers in cells 
represent clusters for which centroids for the corresponding scale were statistically significantly 
different from the cluster corresponding to the column based on the Tukey true difference 




Table 3: Cluster Centroid Ranks1.  
 


















1 5 High 5 High 5 High 5 High 5 High 5 High 
2 3 Medium  3 Medium 3 Medium 3 Medium 1 Low 1 Low 
3 2 Low 2 Low  2 Low 2 Medium 4 High 4 High 
4 4 Medium 4 Medium 4 Medium 4 Medium 3 Medium 3 Low Medium 
5 1 Low 1 Low 1 Low 1 Low 2 Low Medium 
2 Low 
Medium 
1Where centroid values for adjacent ranks were not statistically significantly different (Table 3), 

















Generalized Exchange Restricted Exchange 
1  5  26.6 High  High 
2   1  5.6 Medium  Low 
3  4  15.4 Low  High 
4  3  6.0 Medium  Medium 
5  2  5.9 Low  Low 
1Interest in military service ranks are arranged with 1= low and 5 =high. Percentages are based 
on respondents reporting somewhat or very interested in military service. Chi square analysis 
indicates statistically significant differences among clusters in proportions indicating interest in 
military service with interest. Chi-square=43.08205, P<.0001. 
 
 
 
 
 
 
